People must often engage in sequential sampling in order to make predictions about the relative quantities of two options. We investigated how directional motives influence sampling selections and resulting predictions in such cases. We used a paradigm in which participants had limited time to sample items and make predictions about which side of the screen contained more of a critical item. Sampling selections were biased by monetary desirability manipulations, and participants exhibited a desirability bias for both dichotomous and continuous predictions.
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Introduction
People often make predictions about relative quantities. Information seeking can be a key step in the process. For example, to predict whether there is a higher proportion of gothic-style buildings at Princeton or Washington University, a person might sample internet pictures of buildings from both universities. There are a variety of biases-both cognitive and motivated-that can influence how people sample information for such predictions (for reviews, see Crocker, 1981; Fiedler, 2000; Klayman & Ha, 1987; Trope & Liberman, 1993) . The present work concerns the potential role of a particular motivated bias tied to outcome desirability. In the context of our example, outcome desirability might refer to a desire that the proportion of gothic buildings is actually higher at Princeton.
Research in social psychology suggests that when information is threatening or reflects negatively on the self, people often avoid that information and/or seek more positive information (Festinger, 1957; Frey, 1986; Hart et al., 2009; Kunda, 1990; Pyszczynski & Greenberg, 1987) . However, in inference tasks for which available information is not directly self-relevant, it is unclear whether people would sample information in a manner biased by outcome desirability, and whether such a bias would then influence optimism (see Krizan & Windschitl, 2007) . In the present studies, we used a paradigm in which people made predictions about relative quantities after sampling information. The outcomes and to-be-sampled information were entirely novel and not substantially self-relevant to participants. However, we used monetary manipulations to make the outcomes-about which participants were making predictions-either desirable or undesirable.
The specific task faced by our participants involved virtual tiles (see Fig. 1 ). When sampling, participants saw 30 tiles on the left of their screen and 30 on the right. The top sides of all the tiles were identical, but for 12 s participants could turn over individual tiles to see whether their undersides displayed a particular target image. Then participants predicted whether, across all 60 tiles, there were 0010-0277/$ -see front matter Ó 2012 Elsevier B.V. All rights reserved. http://dx.doi.org/10.1016/j.cognition.2012.06.013
